
64

Copyright © 2022, IGI Global. Copying or distributing in print or electronic forms without written permission of IGI Global is prohibited.

Chapter  5

DOI: 10.4018/978-1-7998-7339-6.ch005

ABSTRACT

The study examines tourist attractions and creative experiences of Fethiye, a coastal destination in Mugla, 
Turkey, based on theoretical overlaps in creative tourism. Creative tourism is suggested as an initiative 
for sustainability of local lifestyle, unique culture, and authenticity of Fethiye in this study. Therefore, 
the study was maintained with an exploratory and conceptual viewpoint. The results are presented as 
Fethiye’s tourist attractions (13 categories) and creative experiences (six themes). The prominent creative 
experiences are specified as house wine, squeeze of olive, cheesemaking, mushroom (morel) picking, ag-
riculture cultivation (local fruits and vegetables), Dastar weaving (geotagging product), carpet weaving 
(carpet of Kaya), wool spinning, local festivals, traditional bazaars, and soap making. Finally, a creative 
tour case was offered, and two creative tour routes were proposed in the appendix. The study revealed 
that creative tourism has importance for sustainability of authentic culture, responsible consumption, 
and economic development of the local community.

INTRODUCTION

The “creativity” in tourism refers to tourists learning a destination not only by being physically present 
there but also by consuming local cultural products and engaging in local activities (Gordin & Matetskaya, 
2012). Creativity in tourism increases originality and innovation that can affect competitive advantage 
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of companies and destinations (Bialk-wolf et al., 2013; Miles & Green, 2010; Richards, 2013; Richards 
& Wilson, 2006a). Creative tourism is considered as a new form of tourism that is separated from mass 
tourism and linked to development of urban tourism niche products (Rogerson & Visser, 2011; Waitt & 
Gibson, 2014) as well as rural tourism (Blapp & Mitas, 2018; Jarábková & Hamada, 2012; Mitchell & 
Fisher, 2010). Various concepts have been presented in the literature, such as creative tourism (Carvalho 
et al., 2016; Ohridska-Olson et al., 2010; Richards, 2011, 2014, 2017; Richards & Wilson, 2006), creative 
activities (Richards & Wilson, 2006), and creative industries (Booyens & Rogerson, 2015; Ohridska-
Olson et al., 2010) that arose due to experience economy. The experience economy suggested by Pine 
II and Gilmore (1998) includes providing tourists with more opportunities for active involvement and 
environmental engagement, and more particularly, tourists are more interested in real experiences. “Expe-
riences are memorable” is according to Pine II and Gilmore (1998). The more sensory an experience is, 
the more it can be effective and unforgettable (Hung et al., 2016; Pine & Gilmore, 1998; Winter, 2004).

The emergence of creative tourism has been defined as an extension or reaction to cultural tourism, 
because, unlike traditional cultural tourists, creative consumers seek more interactive experiences that 
assist them in their self-improvement and identity creation (Richards & Raymond, 2000; Tan et al., 
2014; Tan et al., 2016). Therefore, creative experiences that correspond to a trend towards experience-
based products in creative tourism attract attention (Alsos et al., 2014; Booyens & Rogerson, 2015; 
Prebensen, 2014). Creative tourism experiences combine different creative content elements and engage 
with creative lifestyles (Richards, 2019, p. 7). Thus, creative tourism involves the involvement of tourists 
in doing something experimentally to participate in the “real cultural life” of destinations authentically 
and memorably (Hung et al., 2016; UNESCO, 2006). In other words, tourists become co-producers of 
experiences they consume (Prebensen, 2014; Richards, 2010, 2012; Tan et al., 2014). Creative tourism, 
if well planned, brings diversity to tourists and preserves the cultural heritage of destinations. Indeed, 
creative tourism can regain and re-evaluate a place’s identity. Meanwhile, it can also be a tool of eco-
nomic development in these regions and attract tourists interested in the learning and interaction process 
(Carvalho et al., 2014; Marujo et al., 2020).

The present study examines current offers and future potential of creative tourism in Fethiye, a coastal 
destination in Mugla, Turkey, based on the aforementioned theoretical overlaps in creative tourism. The 
following research questions served as the study’s guidelines:

• RQ1: Besides natural tourism attractions, how creative tourism can be a tool for determining au-
thentic tourist attractions in Fethiye?

• RQ2: What kinds of creative experience are available around Fethiye?

THEORETICAL BACKGROUND

Creative Tourism: Concept and Context

Cultural tourism has been recognized as an element of tourism policy by national and regional gov-
ernments of the world (Richards, 2016) and is generally shown as a major growth market in tourism 
worldwide (Richards, 2002). On the other hand, tourists participating in cultural tourism who wants to 
experience the local culture and the places they visit, expressing a shift from cultural tourism to creative 
tourism according to Richards (2002). The tourism industry and creativity have a long-term connection. 
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